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ABSTRACT

The present study was designed and conducted to investigate the mediating
role of agile marketing in the relationship between relative advantage,
competitive advantage, and the acceptance of digital marketing for sports
products. This research is a descriptive, applied study conducted in the field.
The statistical population includes all customers of sports products. Due to
the large size and uncertainty of the population, a sample of 384 customers
from Hamadan city was selected using Morgan’s table for an unlimited
population, through multi-stage random sampling.

Standardized questionnaires were used for data collection. To analyze the
data, structural equation modeling with PLS software was employed. The
results indicated that agile marketing fully mediates the relationship between
relative advantage, competitive advantage, and the acceptance of digital
marketing of sports products. Based on these findings, it is concluded that
promoting collaborative decision-making and establishing conditions that
foster trust can enhance the acceptance of digital marketing in the sports
products sector.
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Extended Abstract

Introduction

Agile marketing is a management practice
designed to save time and accelerate the progress
of large projects. This approach provides
conditions that enable the division of large
projects into smaller, transparent segments,
allowing teams to focus on each specific part. By
speeding up workflows, agile marketing not only
prevents time waste but also offers benefits
across various aspects. The concept of agility
emerged from the needs of new organizations,
seeking to evolve beyond traditional methods
such as manual production, mass production, and
lean production.

Organizational agility is rooted in two key
concepts: adaptability (the reactive ability to
respond to changes) and flexibility (the proactive
ability to anticipate and influence changes). In
today’s hyper-competitive environment, agile
organizations tend to achieve greater success.
However, despite the increasing recognition of
agility's importance, research in this area remains
limited. Agility is emerging as a vital dynamic
capability in contemporary business settings.

Many industries that once believed they
operated in relatively stable environments have
found themselves facing highly aggressive and
unpredictable markets. In this new landscape,
many established giants are threatened by
knowledge-based and emerging companies
worldwide. Agile marketing applies the
principles and practices of agile methodologies
to the marketing domain. It involves self-
organized, cross-functional teams working in
short cycles with continuous feedback. This
necessitates both a strategic vision and detailed
planning across short-term, medium-term, and
long-term horizons.

Methods

This research is a descriptive study, classified as
an applied research based on its objective and
conducted within the field. The method of data
collection was a survey. The statistical
population includes all customers of sports
products. Due to the large size of the population
and the uncertainty regarding its exact number, a
sample of 384 customers was selected using
Morgan’s table for an unlimited population,
specifically from Hamadan city. The sampling
was carried out through a multi-stage cluster

method: first, Hamadan was divided into five
regions—north, south, west, east, and central—
and then, two sports stores were randomly
selected from each region. The questionnaires
were distributed to the available samples, with a
total of 400 questionnaires handed out. After
excluding incomplete or invalid responses, data
from 384 questionnaires were statistically
analyzed.

Results

The descriptive statistics related to marital status
indicated that, out of a total of 384 participants,
57.8% were single and 42.2% were married.
Regarding educational levels, 48.5% of
respondents had education up to post-diploma or
lower, 36.5% held a bachelor's degree, 10.9%
had a master's degree, and 4.1% possessed a
doctorate. According to the skewness and
kurtosis values, the data distribution was not
normal, which led to the use of variance-based
software, such as PLS, for conducting the
structural equation modeling.

The results revealed that agile marketing fully
mediates the relationship between relative
advantage, competitive advantage, and the
acceptance of digital marketing for sports
products. Consequently, it can be concluded that
dividing work effectively and establishing
conditions for collaborative decision-making in
the sports products sector can foster trust and,
ultimately, enhance the acceptance of digital
marketing strategies.

Conclusion

Based on the results of this research, it is
recommended to divide marketing efforts into
smaller, transparent tasks and foster conditions
for collaborative decision-making within the
sports products sector. This approach can help
build trust among customers by establishing
effective communication channels between the
company and consumers, thereby enhancing the
acceptance of digital marketing. Additionally, to
accelerate workflows and improve efficiency, it
is advisable for teams to work on specific parts
of marketing projects separately, ensuring
clearer focus and faster progress.
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